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ABSTRACT

In recent times, socialmediahasbecomeapreferredmarketingcommunicationplatformby the
organisationswiththeconsumersexhibitinganincreasedinclinationtowardstheadaptationofthis
media.ThisparadigmshiftjustifiesthepositioningofbrandsindigitalmediaplatformslikeFacebook,
which provide an ideal platform for direct non-stop communication between organisations and
customers.Thisbuildsastrongassociationbetweenbrandsandconsumerstherebygeneratingbrand
trustthroughthesharingofconsumerexperiencesandapositivewordofmouth.Consumersdonot
makehastydecisionswherethereistheinvolvementofmoney,thereforetrustplaysahugerolein
theusageoftheservicesprovidedbyeWallets.Thisstudyaimstoinvestigatetheeffectofcustomer
engagementthroughFacebookfanpageusageonbrandtrustandpurchaseintentions.Resultshave
revealedthatconsumerengagementthroughFacebookfanpageusagegeneratestrustfortheeWallet
brandinturnaffectingpurchaseintentionsindicatingthatFacebookfanpagescanbeutilisedasan
effectivemarketingtool.
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INTROdUCTION

Inthelasttwodecadesofdigitalization,marketinghasevolvedbothasadisciplineaswellaspractice.
Themarketersaretryingtofindnewandinnovativewaystoinfluencetoday’swellinformedand
diverseconsumer(Court,2007)whohasmanynewopportunitiestoseekinformation,getconnected
andcreateusergeneratedcontentlikeblogs(Urban,2005).Therefore,theinteractionandexchange
ofinformationhaschangeddrasticallyoverthespanofrecentyears(Bush,2004).Theall-pervasive
internettechnologyhasbecomethemostimportantcomponentofthepromotionmix(Radulovic,
2011),thussuggestingestablishmentofnewchannelsformarketing(Bayne,2002).Amongthenew
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promotiontools,socialmediaisemergingasachangeagentprovidingnumerousopportunitiesfor
themarketers,whoaretryingtoadapttothisnewparadigmofcommunication.

Presentlysocialmediaisbeingusedbybillionsofusersworldwideandhasnodoubtbecome
oneofthedefiningtechnologiesofourtime.Puttingitinperspective,Facebookalonehasreported
having2.38billionmonthlyactiveusersand1.56billiondailyactiveusersasofMarch31,2019
(Facebook,2019).Thetrendssuggestthatgloballythetotalnumberofsocialmediauserswouldgrow
to3.29billionbytheyear2022constitutingapproximately42.3percentoftheworld’spopulation
(eMarketer,2018).Giventhefactthatalargenumberofpotentialusersarespendingmanyhoursa
dayonthevarioussocialmediaplatforms,itisnotsurprisingthatthemarketersareembracingsocial
mediaasakeymarketingchannel.About86percentofthemarketingexecutivesareoftheviewthat
socialmediachannelshavebecomeimportantcomponentsoftheirmarketingmix(Stelzner,2013),
astheyallowtheorganizationstoengageinspontaneousanddirectconsumercontactatarelatively
lowcostandhigherlevelofefficiencythanthoseachievedwithtraditionalcommunicationmethods
(KaplanandHaenlein,2019).Asaresult,SocialMediamarketingisbeingusedforavarietyof
marketingobjectives,likebrandpositioning,marketresearch,customerrelationshipmanagement,and
salespromotions.However,SocialMediaismostlypreferredforbrandingbymostofthemarketers
(eMarketer,2013).

SocialmediaplatformlikeFacebookprovideexcellenttoolstoengagewithcustomersthrough
‘FacebookFanPages’(Beukeboometal.,2015).Facebookfanpagescontaininformationaboutthe
brandsuchasproducts,services,newlaunches,events,promotionschemes,website,andcontact
information. Simultaneously, these fan pages also act as a tool for the users to engage with the
company.Theyhavedramaticallychanged the interactionbetweenconsumersand thebrandsby
enablingactiveinformalconversationbetweenthem.Usersbecomeamemberjustbylikingthefan
pageandthereaftercan‘like’thecontent,sharethecontentorevencommentonpostsonthefan
page.Ontheotherhandfanpages‘Liked’bytheusercanalsopostupdatestotheuser’snewsfeed
andcanalsosendmessagestotheusers(Facebook.com,2012).

TheFanpagesenablecompaniestobuildandsustainastrongonlinepresenceandalsoallowthe
userstofreelyaccesstheinformationregardingthebrands.Thesesocialinteractions,valuesharing
andaffectivecommitmentbythebrandsinturninfusecustomerengagementandcontinuedintentions
tobuy(Shing-WanChang&Shih-HengFan,2017).Itisthroughsuchconstructiveengagementand
supportthatthecompaniescultivateonlinebrandidentities,whichinturndeliverpowerfulreturns
byconnectingtoalargecustomerbase(FournierandLee,2009).Asaresult,itisessentialtoengage
customers on the brand page so that they promote the brand by referrals. Chang & Fan (2017)
havealsosuggestedthatfanpagemanagers’initiationandinvolvementinconversations,frequent
responses, listening to fans’ opinions and therefore improving their experiential value facilitates
themtoengageinthebrand’sactivitiesatahigherlevel.Thisnotonlybuildsstrongassociationsfor
nonstopcorrespondencebutalsoprovidesopportunitiestoadvocateandshareapositivewordof
mouththerebyreinforcingpurchaseandbrandtrust.

Theconsumer’strustinthebrandisfurtherreflectedashis/hercommitmenttothebrand.The
literaturepointstothefactthattrustisanoutcomeoflong-termrelationshipsandrepeatedinteractions
(Holmes,1991;Wang&Emurian,2005).Thus,theorganizationsneedtobemoreengagedwith
theircustomersthroughFacebookfanpagesandgivethemanincentivetoreturntothepageand
developtrust(McCorkindale,2010;Waters,etal.,2009).Itisimportanttodeveloptrust,asitplays
animportantrolewheneverthedecisioninvolvesmoney.Henceitisapropostomentionthatalthough
theconsumeroftodayisorientedtowardssavingoftimeandconvenienceseeking,butatthesame
timeisalsolookingfortrustworthyproductsandservices.

eWalletordigitalwalletormobilewalletreferstoaservicethatletsonecarryoutmonetary
transactionselectronically.Itiskindofanonlineprepaidaccountwhichisusedtostoremoneyand
carryouttransactionsasandwhenrequiredusingacomputerorasmartphone(Pahwa,2019).Itis
onesuchservice,wherethecustomerspurchaseandusethee-Walletonlyifitisabletoestablishtrust
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